Abstract: Digitalization, networking and information sharing have brought to the paradigm shifts in both business and marketing communication. Extant scholarly and practical studies emphasize the importance of digital
Introduction
The possibilities offered by the Internet technologies, its mass applications and penetration to all areas of human life, followed by a rapid development of social media and mobile technologies have had a large impact not only in a way that we communicate (Maresh-Fuehrer & Smith, 2016) , but also in a way we do business (Dong & Wu, 2015) . Digital media have intensified a number of interactions and relationships, alleviated connections and allowed us to more easily integrate to different communities (Kietzmann, Hermkens, McCarthy & Silvestre, 2011) . Nowadays, the customer journey is different. This is due to the fact that customers spend a lot of time online, gathering information on products/services, communicating with other consumers and very often requiring a direct relationship with organizations and brands (HallPhillips, Park, Chung, Anaza & Rathod, 2016; Hudson, Huang, Roth & Madden, 2016) . This communication can be initiated through different digital channels from any location at any time (Yadav, Joshib & Rahmanc, 2015) . It caused the change in marketing communication in the way that digital communication became its integral part.
Definitely, the digitalization, networking and sharing of information transformed marketing communication into a different set of tools and activities for connecting brands and consumers (Mulhern, 2009) . Although the advantages of the digital communication usage are clear and obvious, academics and practitioners are not unanimous in defining this term, and still there is no a theoretical consensus on a final list of the tools and activities of digital communication. Generally, the authors agree that digital tools help organizations in reaching out the target audience in a timely manner and at the right location providing them with more personalized content which is based on their needs (Chan & Yazdanifard, 2014) .
Academics' and practitioners' interest for the usage of digital communication in business and its benefits has been growing both globally (Georgescu & Popescul, 2015; Stelzner, 2014; Technorati Media, 2013; Breakendrige, 2012; Halligan & Shah 2010; Fox, 2010; Kaplan & Haenlein, 2010; Weber, 2009; Evans, 2008) and in Serbia (Bauer, 2013; Čokorilo & Terzić, 2013; Sudarević, 2011; Đukić, 2011; Lalić, 2010) . The results of these studies emphasize the importance of using digital communication tools and activities and opportunities they create for business.
However, the extant studies both on the global (Stelzner, 2015; Barnes & Lescault, 2014) and national level (Statistical Office of the Republic of Serbia, 2015; Executive Group, 2013; MASMI, 2012) do not examine the nexus between the specific organizational features (size, industry, business maturity and geographical coverage), and the usage of digital communication tools and activities. Unlike previous studies, this study examines not only the level of usage, but focuses on exploring and determining the differences in the usage of digital communication in different organization types.
The paper is organized as follows. Section 2 reviews the literature from the field of digital communication and provides the theoretical background. This section particularly emphasizes the digital communication tools and activities which are included in the survey. Section 3 presents the results of surveys on digital communication usage that had been already conducted in Serbia. Section 4 introduces the methodology used in the study. Section 5 contains the results of the study and discussion. Section 6 presents concluding remarks and managerial implications.
Literature review
Companies have been using the World Wide Web, tools such as email, direct marketing and informational websites, to present the information about themselves and/or their products to a broad audience (Tiago & Verissimo, 2014) . The same authors suggest that the main shift in the communication strategy happened with the emergence of social media which enabled companies to interact and develop relations with their customers.
Traditional communication channels limit the message to a given medium, at a given moment and in a limited space, based on an interruption model (Godin, 1999) . If consumers were to pay any attention to the message, they would have to interrupt their ongoing activities. On the other side, web marketing is based on delivering useful content at the right time, when a consumer really needs it (Scott, 2009 ). The upside of Internet, compared to the conventional media, is its multi-media character -the transmission of not only text and graphics, but audio and video content as well (Latinović, Jotanović, Jauševac & Majkić, 2007) .
According to Chaffey, Ellis-Chadwick, Mayer and Johnston (2006) On the basis of the literature review, the authors of this paper for the purpose of the study considered digital communication tools to be: Website, Facebook, Twitter, YouTube, Blogs, LinkedIn, Social Networking Sites (SNSs) for photo sharing. On the other side, the digital communication activities that the authors of this paper examined include: e-mail marketing, mobile marketing, online sales and online advertising.
Internet can be used for creating relations through three strategies (Anderson & Kerr, 2002) : informing customers, getting information from customers and online sales. Organizations may use various digital communication tools and activities for the implementation of these strategies.
Website as a basic web communication tool enables promotion, overview of products/services, sales, customer support and informing (Tate, 2010) . Its effectiveness depends on the architecture and design, as well as the usefulness and credibility of its content (Thomas, 2011; Carroll, 2010) .
A blog is a type of website where the content marked with dates is presented in reversed chronological order (Herring, Scheidt, Bonus & Wright, 2004) . Posts can vary from the link with the short explanation through a paragraph to a whole essay (Weil, 2006) . Organizations have been gradually accepting blogs as a marketing tool, recognizing the fact that it can efficiently and economically create a two-way conversations and ongoing interactions (Balagué & de Valck, 2013) and be used as an instrument managing online reputation (Cho & Huh, 2007) .
With growing popularity of social media, companies are actively engaging consumers through social media, so that they can actively participate and engage in group activities and networked communities contributing to a symbolic tie between the consumer and the company (Bagozzi, Bergami, Marzocchi & Morandin, 2012) .
Social media employ modern software tools and applications to create a new dimension of communication among users (Okanović, Milosavljević, Cicvarić Kostić & Vlastelica Bakić, 2013) . Kietzmann et al. (2011) suggest that the new realm of social media relates to the interactive platforms via which individuals and communities share, co-create, discuss, and modify user-generated content. Therefore, social media allow people to connect and communicate, and also to create interrelations using the sites for social networking (Safko & Brake, 2009 ).
According to Lincoln (2009) , social media can be viewed as online tools and platforms used by people in order to share their attitudes, believes, experiences and perspectives. These new media are used for winning the affection and trust of users, and encouraging them to be more active.
Social media offer organizations various possibilities for improving and expanding their relations with consumers. Bauer (2013) particularly encompasses following possibilities: targeted brand creation, improvement of partnering relations by sharing information, advanced research, development through the permanent cooperation and open communication. Among impacts that social media have on business, Georgescu and Popescul (2015) state the increase of business information capital. Participants in the "Social Media Marketing Industry Report 2015" survey listed the following as the benefits of social media marketing: increased exposure, increased traffic, developed loyal fans, provided marketplace insight, generated leads, improved search rankings, grown business partnerships, established thought leadership, improved sales and reduced marketing expenses.
Ellis-Chadwick and Doherty (2012) elaborate on importance of permission email marketing campaigns for building and maintaining relationships with consumers. They should be permission-based and employ various tactics of format, address, subject lines, hyperlinks and interactivity in order to attract attention and provoke further interest when it comes to e-mail marketing. Furthermore, Berman (2016) emphasizes the importance of mobile marketing as a part of promotional strategy, and he identifies three strategic advantages of mobile marketing, from the fact that mobile marketing devices are always connected, over the ability to generate location-sensitive offers, to the ability to send relevant personalized messages and offers. A combination of mobile marketing with other channels can improve the effects of overall communication (Hussain, 2009 ).
Several studies, aiming to examine the level of digital communication tools and activities usage, have already been conducted, both globally and in Serbia. The annual Social Media Examiner survey "Social Media Marketing Industry Report 2015" (Stelzner, 2015) questioned 3,700 marketers in January 2015 about their social media marketing and how they use it to grow their business. In the sample, 52% of marketers were from US, 20% from UK, Canada and Australia, and the rest from other countries worldwide. Results showed that 96% of marketers are participating in social media marketing. Out of that, 93% is using Facebook, 79% Twitter, 71% LinkedIn, 55% YouTube, and in photo sharing SNS 45% is using Pinterest and 36% Instagram.
The survey of the use of social media among the largest American corporations from the Fortune 500 list in 2014 has shown the following (Barnes & Lescault, 2014) : LinkedIn is universally most often used social media within the Fortune 500 corporations (used by 97%); the other two most commonly used social media are Twitter 83% and Facebook 80%, followed by YouTube (67%), Pinterest (36%), blog (31%) and Instagram (20%).
Surveys on digital communication usage in Serbia
When it comes to the surveys from the field of digital communication conducted in Serbia, Statistical Office of the Republic of Serbia conducted a survey in April 2015 "The Use of Information-Communication Technologies in the Republic of Serbia". They used telephone aided interview and questioned 1,261 companies. The target group consisted of companies with 10 and more employees from the Republic of Serbia (without Kosovo and Metohija). The sample was stratified based on the size (small 10-49, medium 50-249, large 250+), industry and location of companies. The results showed that in 2014 out of 99.1% of companies that had internet access, 75.2% of companies had a website. Segmented by the size, 92.9% of large companies, 88.0% of medium sized, and 71.2% of small sized companies had the website. Results also indicated that only 22.9% of companies accepted offers (except email offers) through internet (14.6% large, 21.8% medium and 23.6% small companies), and 28.1% of company advertised via internet. Regarding the use of social networks, 28.6% stated that they use them, suggesting Facebook, LinkedIn, Xing, Yammer, whereas 10% stated that they use multimedia sites for the content sharing (YouTube, Flickr, Picassa), and 8.8% blog-Twitter.
The Executive Group agency conducted research during December 2012 and January 2013, aiming to investigate trends and tendencies in the use of social media in corporate communication in Serbia. This research examined over 100 companies, mainly those operating in the field of marketing. Respondents stated that social media are highly important for their business, and five most important tools were: Facebook, online advertising, YouTube, Twitter and blog.
Similar research was conducted by the Masmi Company in June 2012. The research aimed to explore the usage of social media for business purposes in Serbia and examined 170 companies operating in Serbia. Around 35% of them use social media on a daily basis, while around 44% on a weekly basis or less frequently. Serbian companies most often use Facebook as a social media, (nearly 90%), while the other social media are significantly less present (YouTube, Twitter, LinkedIn-around 50%).
These studies offer insight of the different digital communication tools and activities usage. However, neither one of them examines weather nor how do different characteristics of companies affect the use of digital communication tools and activities. Also, these studies were mainly focused on social media usage. In order to define clear managerial implications for the most effective usage of digital communication tools and activities, the authors of this paper believe that there is a need to determine the correlation between the level of usage of all digital tools and activities and organizational features.
Research Methodology
A transversal empirical study examined the usage of digital communication in organizations with different features in the Republic of Serbia. The aims of this paper are:
• To examine the level of usage of digital communication tools and activities in organizations,
•To examine and determine the difference in the usage of digital communication in organizations with different features (size, industry, business maturity, geographical coverage).
The research was based on primary data and employed questionnaire as a research tool using both paper-and-pencil (questionnaires filled in written were given to the authors in direct contact) and computer assisted approaches (electronic version of questionnaire was distributed via e-mail).
The questionnaire was distributed in the period July-December 2014 on a randomly selected sample of 300 private and publicly owned organizations (companies, institutions and banks) in Serbia, of which 250 agreed to participate and 231 returned valid questionnaires. Companies were chosen from the "Biznis Top", the rankings of the most successful Serbian companies, according to the turnover and profit, published by magazine "Biznis & Finansije". Banks were chosen from the "Finansije Top", the rankings of the most successful banks, insurance companies, brokerage companies, private investment and pension funds and auditing companies, based on official financial analyses and analyses of each sector, published by magazine "Biznis & Finansije" as well. Institutions were selected from the administrative register on the website of the Statistical Office of the Republic of Serbia. The study was focused on managers of different managerial levels. The precondition was that they were familiar with the digital communication in their organization. The aims and purposes of the study were firstly explained to all examinees that participated in the study and their involvement was on a voluntary basis.
The research presented in this paper is a part of a larger study conducted for the purpose of the doctoral dissertation (Veselinović, 2015) .
The questionnaire for this study consisted of two sets of questions. The first set examined the independent variables -the features of organizations: size, industry, business maturity and geographical coverage. The second set examined the dependent variable -the level of usage of digital communication in organizations. According to the level of usage and importance, respondents were asked to rate the following: Respondents were asked to answer multiple choice questions on a five-point Likert-type scale, where '1' stands for 'does not use at all' and '5' stands for "dominant tool or activity" in the overall communication mix of organization. The scale and purpose of research were firstly explained to the respondents.
In the examined sample the size of an organization was measured using the number of employees. Therefore, the sample encompassed 19% of organizations with less than 10 employees (micro-organizations), 20.3% of organizations with 11 to 50 employees (small organizations), 23.4% of organizations with 51 to 250 employees (medium sized organizations), and 37.2% of organizations with more than 251 employees (large organizations).
In the sample, 51 organizations or 22.1% were manufacturing companies; 150 organizations or 64.9% were in the service business, and 30 (13.0%) organizations were both in manufacturing and service sectors.
The sample encompassed 17.7% of organizations operating up to five years, 40.3% operating 6 to 15 years, 10% operating from 16 to 25 years, 21.6% operating from 26 to 35 years and 21.6% of organizations operating for more than 35 years.
Respondents were asked to determine a geographical coverage of their organizations. The sample included 26.0% of organizations operating on a local level, 16% on a national level, 37% on a regional level, and 42% of organizations were multinational.
The examined organizations sample structure is presented in Table 1 . Among the digital communication tools and activities, the usage of e-mail marketing is most evenly distributed on the one to five-point scale. On one side, 19% of organizations do not practice it at all, while on the other, it is a dominant activity for 33.8% of them.
Table1. Sample structure
Descriptive statistics for the dependent variables is shown in Table 2 . The influence of size, industry, business maturity and geographical coverage on the level of usage of digital communication was measured using a  
Usage of digital communication in organizations of different size
The sample results indicate that the size of an organization affects (Table 3) :  The usage of a website (Sig=0.000<0.05) -the size of an organization affects the existence of a website, but the strength of this correlation is mild;  The usage of YouTube (Sig=0.013< 0.05) -the size of an organization affects the use of YouTube, but the strength of this correlation is weak;  The usage of a blog (Sig=0.002< 0.05) -whether an organization uses a blog as a communication tool or not, depends on the size of an organization, and the correlation between these two variables is strong;  The usage of LinkedIn (Sig=0.001<0.05) -the size of an organization affects the use of LinkedIn, but the correlation is weak;  The usage of any photo sharing SNS, Pinterest and Instagram (Sig=0.006<0.05) -the use of these social media depends on the size of an organizations, but the correlation is weak;
 The usage of mobile marketing (Sig=0.000<0.05) -the size affects the practice of mobile marketing, but the correlation is weak;  Online sales (Sig=0.000<0.05) -the size of an organization affects online sales, but the correlation is weak;  Internet advertising (Sig=0.003<0.05) -the size of an organization determines internet advertising, but the correlation is weak.
Usage of digital communication in organizations operating in different industries
Industry affects the differences in (Table 4) :  The usage of a website (Sig=0.004<0.05) -use of a website is affected by the industry in which an organization operates;  The usage of a Facebook (Sig=0.001<0.05) -the use of Facebook depends on the industry in which an organization operates;  Practice of e-mail marketing (Sig=0.001<0.05) -the use of e-mail marketing depends on the industry in which an organization operates;  In all of the above statements the strength of the correlation between variables is weak. 
Usage of digital communication in the organizations of different business maturity
Organizations with different maturity of business differ in the usage of digital communication tools and activities, but the strength of these correlations is weak (Table 5) 
Usage of digital communication in the organizations of different geographical coverage
Organizations operating on different geographical levels differ in the usage of digital communication tools and activities, except for (Table 6 ):
 The statistically significant difference does not exist (Sig=0.501>0.05) among the organizations in the use of mobile marketing;
 The statistically significant difference does not exist (Sig=0.395>0.05) among the organizations in online advertising.
As for the other digital communication tools and activities, there is a statistically significant difference regarding the geographical coverage of organization. However, this correlation is weak except in the case of LinkedIn, where the correlation is mild. 
Discussion
The results of the empirical study in Serbia indicate that:
 A majority of organizations do not use blogs, Twitter, photo sharing SNSs, YouTube, LinkedIn, online sales and mobile marketing.  A majority of organizations use website and Facebook as dominant digital tools; whilst dominant activity is online advertising.  The assessments of the use of e-mail marketing are most evenly distributed on the one to five-point scale, varying from not being practiced to being a dominant digital communication activity in organizations.  The percentage of organizations that do not practice mobile marketing is very similar to the percentage of those that actively use it.
According to the Fortune 500 study (Barnes & Lescault, 2014) , a study similar to this one, the least used tools are blog and photo sharing SNSs, which can be explained with the specific characteristics of a blog as a tool of digital communication and the fact that photo sharing SNSs, such as Instagram and Pinterest, are much younger social media. However, companies from the Fortune 500 list, compared to the Serbian counterparts, more frequently use LinkedIn, Twitter and YouTube, which are, together with Facebook, the most used tools. On the other side, Facebook is a dominant tool in Serbia.
As far as the correlation between the specific characteristics of organization and the usage of digital communication tools and activities is concerned, the results indicate that the size of an organization affects the difference in use of digital communication tools and activities (the difference lacks in the case of Facebook, Twitter, and e-mail marketing). However, the correlation between the variables is weak, except in the case of blog (strong correlation) and website (medium strength correlation).
Industry does not affect the difference in usage of digital communication tools and activities. A difference of weak intensity appears only for website, Facebook and e-mail marketing.
Business maturity affects the usage of digital communication tools and activities. Although statistical difference is not present only in the use of blog and e-mail marketing, in all other cases the correlation is weak.
Geographical coverage of organization affects the differences in usage of digital tools and activities. The difference is not statistically significant only in the practice of mobile marketing and online advertising. In the case of other digital communication tools and activities that showed statistically significant difference, the correlation is weak, except in the case of LinkedIn where the strength of correlation is mild.
To the best of the authors' knowledge, there is no other studies examining the correlation between the specific characteristics of organization and the usage of digital communication tools and activities. Therefore, the comparison with the similar studies could only be done with results that refer to the level of digital communication usage.
Conclusion
Internet technologies, social media and mobile technologies led to important changes in the way companies operate and communicate with customers (Maresh-Fuehrer & Smith, 2016; Dong & Wu, 2015; Georgescu and Popescul, 2015; Bauer, 2013) . The results of previous academic and practical research emphasize the importance of digital tools and activities and the opportunities they create for business. This study examined the level of usage of digital communication tools and activities in Serbian organizations, as well as differences in their use depending on the characteristics of organizations: size, industry, business maturity, geographical coverage.
Results indicate that organizations in Serbia communicate insufficiently in the digital realm. The study has shown that even when there is a correlation between the usage of digital communication and different organization types, that correlation is most often weak in its intensity. That indicates a high level of applicability and potential benefits for business of various organizations, regardless their size, industry, business maturity and geographical coverage. The general usage of digital communication tools and activities in the organizations of different characteristics could be explained with the fact that they require significantly lower investments for their implementation compared to cost of production and media buying for traditional media, such as television, print and out-of-home. (Perrin, 2015) , for the companies that target this population, the advertising potential of YouTube is tremendous. Furthermore, organizations could benefit from broader usage of LinkedIn as a platform for screening job candidates, as increasing numbers of employers on global level do (Bohnert & Ross, 2010) .
With respect to the activities, there is a clear space for further development in the field of mobile marketing and online sales. Having in mind time spent on mobile media, number of searches, and both direct and indirect mobile generated sales, Berman (2015) clearly explained strategic advantages of mobile marketing, that companies should capitalized on. Taking into account the large number of online sales benefits for both companies and consumers and its growing potential (Shaffey, 2006) , companies should intensify this activity as well. Using a broad set of social media platforms and available digital communication tools and activities, managers can participate in a mutually beneficial interactions and relations with customers.
As these results reflect one period of time, further research can be based on a longitudinal study and inclusion of additional digital communication tools and activities. Further research could also examine if non-existing or weak correlation between the usage of digital communication and different organization types is due to the universal usability and applicability of digital tools and activities, or due to the facts that there is not enough differentiation in their usage. Studying the practice of digital communication and business results generated from its usage could lead to defining more specific purposes for some of digital communication tools and activities for different organizations (corporations vs. SMEs, multinationals vs. local business, wellestablished businesses vs. new companies on the market, industry A vs. industry B). That would extend the body of knowledge and contribute to the better understanding of this phenomenon.
